Purpose -Last two decades have seen a marked increase in the interest given to the fi eld of business ethics, particularly, marketin g ethics. Marketing ethics provides an innumerable amount of materials and topics for open discussion, as well as for application in practice. Our intention is to open up a space within which to promote timely debate on contemporary marketing education.
INTRODUCTION
Business ethics and culture are establishing a new focus on morality in thinking nowadays. Education in business ethics helps morality to penetrate into the economic and trade relations, and it impacts the effi ciency of the business environment. Business ethics has a deeper meaning than a mere application of laws and regulations. It represents a set of rules and principles that provide guidelines for appropriate behavior and action in specifi c business situations (Lewis, 1985) . Business ethics was shaped as an independent scientifi c and pedagogic fi eld with its own research applied in diff erent fi elds of business, such as accounting, fi nancial management, human resources, sales, logistic, marketing and marketing communication, etc.
Marketing ethics may be defi ned as a subset of business ethics, since ethics in business is a part of wider and complex studies of ethics (Martin, 1985) . Marketing ethics is aff ected by changes in the marketing environment, legislation, regulation, or actual conduct of the company (customers, suppliers, etc.). Marketing ethics refers to the application of ethical principles in the creation and implementation of the marketing strategy and individual elements of the marketing mix. For example, elimination of misleading advertising, pricing, selling dangerous products without notice to the customer, or use of illegal distribution channels (Kotler & Armstrong, 2004) . Considering that marketing ethics is an interdisciplinary area, including a wide spectrum from marketing, management, fi nance, and accountancy to philosophy, politics, and law, it requires general knowledge of both students and academicians. Marketing ethics provides an innumerable amount of materials and topics for open discussion, as well as for application in practice. The main goal of our research is to monitor and measure ethical values and attitudes. The results of our analysis should show a relevant level of ethics and serve for future preparation of study materials. The analysed study fi eld will create a platform to be implemented in courses for teaching marketing ethics. The importance of marketing ethics in business resonates in the need to introduce marketing ethics education at universities. This naturally brings a wide range of methodological issues, such as the most suitable bibliographical resources, teaching methodology and pedagogic infrastructure, having in mind the objective to transform inner values and attitudes of students, and to promote their implementation in the business practice. Another question has been raised on the structure of teaching, namely, should ethics be taught as an integral part of diff erent subjects or should it be taught as a specialized module?
MARKETING ETHICS IN EDUCATION
Haas (2005) concludes, based on a research study conducted among students, that the preferred option is that in which ethics is distributed among various subjects. Marketing ethics should be included in several subjects, such as introduction to marketing, marketing management, strategic marketing, marketing research, digital/new marketing media, marketing of services and brand marketing. According to Bauman (1995) , the implementation of ethical modules has a considerable impact on the development of the moral "self" of a student. Harris (2008) claims that a teacher has an opportunity to do more than just providing technical skills for the marketing decision-making. Ethical education should help to build the responsibility for the conduct in business and the ability to discern right from wrong, ethical from unethical (Ruiz, 2004) . Some academicians perceive marketing as a more economical and empirical discipline (Brennan, Nick & Higgins, 2010 argues that economics students especially are lacking philosophical thinking to be applied in understanding abstract ethical principles and that they are considered quite ignorant as regards ethical theories. However, according to Spain and others (2005) , this ignorance can be reversed by the application of appropriate teaching methods, including case studies, lectures, assignments, and discussions.
LITERATURE SOURCES IN MARKETING ETHICS
The aim of the review is to structure the academic resources in the fi eld of marketing ethics education. The methodology is based on the article authored by Schlegelmilch and Obersedeer (2010), titled "Half a Century of Marketing Ethics: Shifting Perspectives and Emerging Trends". An earlier research study on a similar topic was published by Loe and Ferell (2001) . In the fi rst step of this research, we summarized the most important academic resources in business ethics based on the previous studies. In the next step, we provide an analysis of academic resources in the fi eld of business ethics education in general. We believe that the areas such as ethics in accounting or management off er a number of important ideas that can be implemented in the fi eld of marketing ethics.
Methodology of the monitoring of educational resources in the area of "ethics -marketing -teaching"
Objective of research: monitoring of scientifi c journals in the fi eld of Ethics -Marketing -Education.
Time range: according to the availability of databases. To search for citations, we also used the Web of Science index and the academic search portal Google Scholar, in the cases where the citations were not available directly in the Business Source Premier.
Search settings:
Source -Journal Title -in determining the number of magazines for the whole area, for example marketing, or in combination with NOT operator for journals that have already been used in other sections.
Keywords (Subject Terms) -in journals, that do not deal primarily with ethics, for example journals specialized in marketing, the key words were: "ethics", "ethical", "education"; the key word "marketing" in journals that do not deal primarily with marketing; we also monitored some journals in the fi eld of accounting, management, and communication, on the condition that these deal intensively with ethics.
Procedure: (1) We focused our attention on the content of monitored scientifi c and scholarly publications, which are of double character. 
in order to be highly consistent and relevant for categorization of the journals, and (2) to enable the monitoring of academic knowledge and research trends in this area in a clear and comprehensible manner. We have elaborated in the survey our own "local" impact factor for the specifi c area of marketing ethics education and tuition.
Restrictions: Scholarly journals (Peer reviewed), References available.
Analysis: 1. number of publications, 2. analysis of the subjects and sub-subjects, 3. number of consequent citations.
In our analysis, we chose the approach of the thematic intersections of Marketing -EthicsLearning. We focused our analysis on a relatively narrow area of marketing journals only, while also monitoring a wider range of scientifi c journals of other related areas: e.g. management, accounting, communication, and management education.
As inspiration, we used the method of the abovementioned authors Schlegelmilch and Obersedeer (2010) on the basis of which we conducted our survey, summarized in 
Analysis of academic journals in the fi eld of marketing ethics education
We identifi ed 718 articles based on the topic of education and ethics in economics and management where we considered only scientifi c peer-reviewed scolarly journals. The abovementioned overall number included 62 articles published in the fi eld of "Ethics -Marketing -Training". We monitored journals identifi ed in the previous research and chose those in which the number of articles exceeded fi ve (see Table 1 ). Other publications were not included in the analysis presented here despite belonging among the most authoritative journals of business ethics, but they do not primarily focus on the issues represented by the intersection of our interest "Ethics -Marketing -Training". It can be argued that the journals shown in Table 1 are the cornerstones of our academic research in the fi eld of education of marketing ethics. In the following section, we will analyze articles focusing on marketing ethics education, based on the content analysis, number of citations and publications, with the objective to understand the structure and trends of the academic research in this area. In the analysis, we include journals containing publications focusing on teaching marketing ethics (see Table 2 ). Table 2 shows the ranking of journals as regards the quantity of publications, citations and impact factor, alongside with the analysis by the thematic category.
In the fi nal evaluation, we included 72 articles from four journals, where we analyzed the theme and the number of subsequent citations. If the article was not directly related to education in the fi eld of marketing ethics, we did not include it in the survey.
We did not use any restriction with regard to the date of publication since we fi nd the articles and their conclusions to be valid and topical. Earlier articles provide the foundation of knowledge on which new research builds nowadays. Very occasionally, on an individual basis, we excluded a few articles published in 1960s and 1970s in Journal of Marketing as they were thematically out of date. For the purpose of our research, we grouped the articles into thematic categories. Based on a detailed review of articles, we proposed six categories with the objective to provide: 1. consistent and relevant categorization of articles, and 2. clear and understandable trends in the academic research. Categories were designed very distinctly, following both empirical and academic logic.
Measurement of ethical values and attitudes.
This group includes articles in which ethical education and training are interconnected with the measurement of ethical values. Most typical for this group of articles are comparative surveys among students of business schools, marketing professionals and various cross-cultural studies.
In Table 3 , we see that this topic is the most frequent and enjoys the highest interest of the academic community. The citations/publications ratio of 12.6 is relatively high; this is due to the fact that this topic provides the biggest opportunities for research, as well as for empirical applications.
Description of teaching methods is the second most frequent theme, where the authors describe a specifi c educational activity in detail and its practical implications for the learners as well as teachers. However, in this type of articles the authors do not measure the efficiency of the teaching method or changes of attitudes and ethical values as results of the pedagogic activity/method, presented in the articles.
Measurement of effi ciency of training methods.
On the thematic border between the two above-mentioned categories stands a group of articles in which the researchers deal with the question of how diff erent teaching/training methods infl uence the change of ethical values and attitudes. The citations/publications ratio of 8.2 shows the importance and pertinence of this subject in the academic community.
Design and structure of the course in ethics and
Integration of ethical training at the faculty level.
These two categories are the least frequent, with the lowest level of citations. However, they are relevant as regards the research interest of this article: understanding of research trends in the fi eld of education of marketing ethics and innovation in education. The category of Standards and the codes of ethics was included because of its importance in marketing ethics in general. Figure 1 illustrates the representation of the categories in the respective journals. In order to assess the quality of scientifi c journals, we use the impact factor, calculated as the ratio between the number of citations and the number of publications. In our survey, we work with the specifi c impact factor for the area of marketing ethics education (refer to the Figure 2 ). The second most attractive subject is the Description of specifi c teaching methods (5) . Here the number of citations is high, depicting a strong continuity of the academic interest; on the other hand, the lower number of publications implies that the subject may concern a more specialized group of researchers, involved in teaching. Relatively important are the categories of Structure and design of the course in ethics (4) and the Measurement of eff ectiveness of ethical education (3) . Other categories are of lower importance as regards the number of publication and citations, implying a highly specialized subfi eld on the periphery of the mainstream academic interest. 
CONCLUSION
The objective of this paper was to map academic resources, themes and research trends in the fi eld of marketing ethics education, including a wide range of journals and articles. This resulted in a consistent conclusion: an intensifi cation of eff orts focused on promoting ethical education in marketing at universities means the creation of space for developing the moral potential of graduates and future business leaders. This research, to the best of our belief, helps to fulfi ll this ambition. The contribution of this article consists in the actualization of the state of knowledge in the fi eld of marketing ethics education, as the last similar survey dates back to 2001 (Loe & Ferell, 2001 ).
Innovative aspects of our work can be seen in the following: 1. We created a comprehensive and synthetic overview of a relatively complex fi eld with a number of ad hoc issues. 2. To a large extent, we managed to respect the details and specifi cities of the given fi eld.
Ethical education deserves further attention as its impact is not only at the superfi cial level of hard knowledge; it also infl uences a deeper inner level of personality which, ultimately, redefi nes the overall quality and sustainability of the business environment. In line with the opinion poll among French marketing academicians, the most important element in teaching ethics is the creation of "genuine ethical attitudes" among students, as future business leaders (Flipo, 2003).
Based on the research, as well as our experience, we present the following recommendations in the fi eld of marketing ethics education at universities:
o create educational programs in line with the evidence-based principles, benefi ting from the results of scientifi c research in the fi eld of educational effi ciency, harnessing effi ciently cognitive skills, socio-emotional and moral dimensions of students; o promote implementation of innovative teaching methods (e.g. based on the analysis of case studies with experiential elements), with the aim to foster the educational impact;
o create and develop a discussion forum for teachers, academicians, professionals, and others interested in the area; o facilitate networking and collaboration among research institutions and business.
If we want to make the marketplace more effective over the long term, it needs to be based on fi rm and sustainable moral and ethical principles. The authors of this article hope that this 
